The Effect of Different Content in Dog Rescue Ads on Facebook

The Effect of Different Content in Dog Rescue Ads on Facebook

Chelsea M. Place

Longwood University



The Effect of Different Content in Dog Rescue Ads on Facebook

Abstract

The effectiveness of different dog rescue advertisements was tested to find how
persuasive certain forms of advertisements are. My results showed a significant difference in text
only versus picture only advertisements. The results concluded that out of the 120 participants in
the survey only 91 of which took the text only and picture only conditions, text only
advertisements were more effective than picture only advertisements in convincing people to
adopt the dog shown. Based on the open ended answers | received on the survey it was found
that although people were willing to adopt with the picture only advertisement they were more
wary about not knowing any information on the dog shown. There were concerns on the text
only advertisements, the fact that the participants couldn’t see the dog was a turn off but based
on the information provided they were more likely to adopt. The results also suggest that in order
for an advertisement to be effective the viewer has to already be willing to adopt and there has to
be an emotional component of the advertisement to pull the viewer in. It was also concluded that
men are more likely than women to respond to pictures in advertisements. Although my results
were surprising both of the research questions and the hypothesis had statistically significant

findings.
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Introduction

This study examines the relationship between pictures and the emotional response that
they pull from viewers. Specifically this research investigates the relationship between college
aged students and their emotional responses to content in dog rescue advertisements on social
networking sites. The research will focus on the best way for non-profit dog rescue organizations
to utilize Facebook or other social networking sites to interact with potential adopters and/or
supporters. The differences in advertisement content include: text only, picture only and finally
picture and text. These three forms of media content will answer which combination will
convince the most people to respond to a request for help from a non-profit dog rescue
advertisement. | believe that dog rescue advertisements that include both picture and text will
receive the best responses in regards to the viewer feeling the most empathy towards the animal
in need of help. Literature in this study will outline information regarding persuasion, social

networking sites, and media.

Research Problem

As the economy gets worse more people are having their homes foreclosed upon, and
more pet owners are dropping their pets off at shelters. With this increase in the number of pets
arriving, it is getting to the point where shelters are turning away pets (Goodman 2008).
Adoption numbers are increasing, due to discounts and easy adoption. At one Sacramento shelter
“71 percent of dogs brought in wind up in caring homes or with other rescue groups (Truesdell
2009, pg 71).” Despite the rise in adoption’s there is an increase in euthanizing animals that
aren’t adopted (Goodman 2008). In Dallas, GA 151 animals were euthanized in one month, the
following month yielded higher euthanizing rates (Goodman 2008). As the number of animals

arriving increases, it is becoming more vital for shelters to find more effective ways to advertise
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as space and time are running out. Social Networking sites provide one such means of

advertising, and their potential for meeting this need is the subject of this study.

Reaching Out

An activist public has been defined as "a group of two or more individuals who organize
in order to influence another public or publics through action that may include education,
compromise, persuasion, pressure tactics or force (Grunig 1992)." Taylor, Kent, and White
discuss how the internet is a cost-effective way to reach the masses. It is through social

networking sites that these activist groups can reach out to the public.

Based on the findings by Mediaweek (2009) Facebook has proven that by using the
masses to get the word out via social networking sites, fan base or the number of people in a
group changes greatly overnight through word of mouth. As with all internet advertising, the
creators have to reach out to the public with blogs and web-sites. Having only one form of social
media will not be enough to hold viewers, the key is communication and contact. “Solely having
a profile will not in itself increase awareness or trigger an influx of participation (Waters,
Burnam, Lamm, and Lucas 2009).” It is through the content in Facebook advertisements being
studied that non-profit organizations will find the most effective way to create participation from
the general public. There are a total of three types of advertisements being researched in this
project for emotional response: text and picture, text only, and picture only. It is through the
difference of content being researched that an effective way to boost adoption at over filled

shelters will be found.
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Theoretical Grounding

Elaborated Likelihood Model

There are two theories that support my research Elaboration Likelihood Model (ELM)
and Cognitive Dissonance Theory. The first is Richard Petty and John Cacioppo’s Elaboration
Likelihood Model. Petty and Cacioppo’s research explains that there are two paths to persuasion
the central route and the peripheral route. The central route is when a person thoroughly thinks
through their options and what will happen when they make a decision. People who are under the
influence of the central route try to think about the idea; they want to make sure it is good idea
before they do it. They think through any repercussions that would come from doing whatever
act it is they are being persuaded to do.

If someone was to use the peripheral route of persuasion they would be relying on
different cues that would give them the opportunity to make a quick decision instead of mulling
over the idea and taking longer to answer. The six cues that would help create a response are
“Reciprocation (you owe me), Consistency (We’ve always done it that way), Social proof
(Everybody’s doing it), Liking (Love me, love my ideas), Authority (Just because I say so), and
Scarcity (Quick, before they are all gone). (Petty & Cacioppo)”

This theory will further my research because the people who want to help out with these
dog rescues online are essentially being persuaded to do so. The ads use the cues scarcity (When
a dog is about to be euthanized), liking (not only will the dog like you but other people in the
rescue will be forever indebted), and sometimes even reciprocation (if one rescuer helps out
another on one case than the one being helped can return the favor at a later time). People don’t

part with their time or money for nothing; in general people like to be rewarded as suggested by
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Waters, Burnam, Lamm, and Lucas, (2009) it was shown that Facebook pages tripled over night

when there was a reward offered to the masses.

What | found interesting about one advertisement | viewed was that there were posts for a
dog from users in Missouri to California. | found the ad being cross posted on Facebook via a
Flickr account created by the shelter. The shelter streams pictures of their animals where people
can find them and then save/adopt them. The picture | viewed was uploaded to Flickr on
December first, the same night that the dog was transported to a foster family all thanks to the

Facebook postings.

In one study | read by Steinfield, Ellison and Lampe (2008) it talked about the
relationships between people and how the social capital (connections we make online) and the
rewards we get from making relationships through these online sites. This social capital has been
linked to positive social outcomes, (Steinfield, Ellison, and Lampe 2008) in this case saving the
dog was the positive outcome. This reward of saving the dog and posting its picture across
Facebook falls under central route thinking. Instead of making a snap decision and actually
saving the dog, these viewers thought out what their options were. They voiced their opinions on
the flickr account by stating why they couldn’t adopt the puppy but they hoped she would get
saved, and because they can’t save the dog themselves they post the picture on their Facebook
account in hopes that by doing so the dog will be saved. They thoroughly think through their
actions when they decide to make themselves known on these dog posting and promise to post

the picture on their pages.
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Cognitive Dissonance

A second theoretical perspective that applies to the research is Leon Festingers Cognitive
Dissonance Theory. In this theory “Festinger hypothesized three mental mechanisms that people
use to ensure that their actions and attitudes are in harmony. Dissonance researchers refer to

them as selective exposure, postdecision dissonance, and minimal justification. (Festinger)”

Selective exposure is based on the idea that people who are like minded stay together, we
are selective about the people we associate with and the material and information that we take in
about certain events that are offered to us. One example would be that if a person was invited to
a dog rescue group on Facebook, they would only join if so many of their friends were in it

otherwise they wouldn’t have any interest in the group.

Postdecision Dissonance takes place after a decision has been made, this process involves
whether or not the issue is important enough to change, how long it has been since the decision
was made, and how difficult it would be to change the idea. This would equate to somebody
adopting a dog but then after getting the dog home second-guessing themselves and wondering if

they made the right choice.

Minimal Justification is based on being able to get participants to do the behavior first,
before they change their attitude instead of changing their attitude in order for them to change
their behavior, give the least reward possible in order to do this. This theory can be compared to,

convincing someone to adopt a dog before they change their mind on dog adoptions.

This theory will further my research because the post-decision is just as important as the

pre-decision. A person is more likely to stick to a dog-rescue if they feel it was the right decision.
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It is easy enough to quit a rescue, so by studying what motions someone is likely to go through
after either joining a rescue or adopting a dog it will be easier to reassure them that what they are
doing is indeed the right thing to do. In order to persuade someone both the beginning and

ending decision has to be studied in order to understand the entire persuasion process.

Persuasion, Social Networking Sites and the Media

This literature review will be split into three parts: persuasion, social networking sites,
and media. The persuasion part of this review will contain information regarding advertisements
and information supporting the idea that advertisements and pictures can create an emotional
response from viewers in the form of empathy. The social networking section of the review will
cover what a social networking site is, how organizations are utilizing these sites and why it is
important. Finally the media section of the review will cover the different forms of media in
social networking sites and how effective text and graphics work together to maintain a viewers

interest.

Persuasion

Persuasion as it pertains to this research is through the use of advertisements, and being
able to create empathy in the viewer. According to Hoffman (2000), empathy is “the
involvements of psychological processes that make a person have feelings that are more
congruent with another’s situation than with his own situation.” Based on findings by Kaplan
(2008) it is shown that although one picture may create empathy, the more pictures that are
shown the empathy dissipates. The key to knowing this is to know when to stop, Kaplan (2008)
discusses how one picture can create empathy, making it possible for photographs to create an

emotional response but when multiple pictures are used in succession the empathy goes away.
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In a research conducted by Baird, Wahlers and Cooper (2007) it was found that
advertising with emotional appeal can lead to a more positive outlook on the company. Based on
finds by Poels and Dewitte (2006) there are four processing steps to taking in advertisements:
attention, interest, desire, and affect. For example the attention as it applies to this study would
be first noticing the advertisement, followed by interest when someone clicks on the ad, this
action is then followed by desire of whether or not they help, and it is based on that desire
whether or not the animal is helped at that instant.

In a book by Sontag (1977) she wrote about how when she was a young girl she saw
pictures from the holocaust. She discussed how she felt as if something had broken inside her
and she felt wounded, as if something inside her had died. Kaplan (2008) discussed in her
research how “Sontag has been essentially transformed by the experience of seeing the holocaust
photographs.” Kaplan (2008) also brought up in the article that witnessing is needed to realize
the injustice being done and that the difference between witnessing and empty empathy in the
way of photos is. “...empathic sharing entails closeness but may lead to the over-arousal of
vicarious trauma, or the sentimentalism of empty empathy.”

The research on pictures creating an emotional feeling in a viewer have been
researched in the way of catastrophe by Kaplan (2008), this will relate to my study by showing
that empathy and feelings can be generated by simply viewing a photograph. Research has also
been done by Rupp and Wallen (2007) that discusses the sexual interests of men and talk about
how men respond more to the visual than women, who prefer the contextual images; women
want a story behind the image. This will help when | send out my survey to test which sex is

more likely to respond to the visual images in a dog rescue advertisement, men or women.

10
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To this point research has not been done on pictures of social networking sites in the way
of creating any kind of emotional appeal. | will be using this research done on pictures and
catastrophe to tie in with the relationships formed via social networking sites to find out whether
or not people can be connected by an emotion created through a photo on one of their social
networking sites. As it was discussed in literature by Kaplan (2008), Homeward Bound (2004),
Poels and Dewitte (2006), Baird, Wahlers, and Cooper (2007), Rupp and Wallen (2007) images
can in fact have a positive reaction from the viewers of images. The content and number of
pictures being used can have an effect on the overall persuasion of a person. It was found

throughout these studies that emotion must be in place before action is taken.

Social Networking Sites

Much attention has been devoted to research involved in the effects of social networking
sites and connections made through them. These online social networking sites allow people to
connect with users sharing the same interests all while staying independent of other users (Acar,
2008). Social networking sites can be defined as websites that construct a profile within a
bounded system, form a list of users that people share a connection with, and make a list of these

connections within a system (Boyd & Ellison 2007).

These sites are being used by marketers to “to explain who they are, what they do, and
how they interact with their customers (Dillenberger 2009).” Companies are getting their
customers to spread the word of their websites through word of mouth via Facebook (Mediaweek
2009). These activist groups are also using social networking sites as a means to get their name
out and provide basic information. Based on finds by Taylor, Kent, and White (2001) however

the organizations are not utilizing the sites to their fullest potential. It was found by Taylor, Kent,

11
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and White (2001) that using the internet levels the playing field between larger corporations and
activist organizations, although most seem to lack dialogue.

Research found by Waters, Burnett, Lamm, and Lucas (2009) agrees with Taylor, Kent,
and White (2001) that non-profits have not utilized Facebook to its fullest. They found that most
sites disclosed, ““...a description of the organization's programs and services, an organizational
history, the mission statement, the organization's Web site, the logo, and a listing of the
administrators of the profile.” They were lacking in contact information as well as media such as
photographs, videos, and announcements. Waters, Burnett, Lamm, and Lucas (2009) did find
some variations of media and contact information on the Facebook profiles of various non-profit
organizations but they were not being utilized in the most efficient way. As pointed out in the
studies by Waters, Burnett, Lamm, and Lucas (2009) and Taylor, Kent, and White (2001) by not
keeping viewer’s attention these organizations are losing clients.

These non-profit organizations should look into utilizing Kent and Taylors (1988) five
principles that organizations should follow to connect with the community. These five principles
are: dialogic loops (interaction between viewer and organization via the inter-web), ease of
interface (ability to navigate the site), conservation of visitors (providing a web-site that viewers
want to explore), generation of return visits (providing information and connectivity that
welcomes return visits), and providing relevant information (not overloading viewers with

useless information that will take away from the site).

Social Networking Sites allow users to form trust which is necessary for successful
engagement in group activities (Valenzuela, Park, & Kee, 2009). The research that pertains to
group activities and connections on Facebook will relate to the users who interact with each

other to help rescue dogs in need of help. That particular part of the research has not been done.

12
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Social Networking Sites as it pertains to my research has been looked at in the way of forming
relationships through these sites with people one on one but not through organizations and as a

way to come together for a cause.

Media

In an article by Samsup Jo and Yungwook Kim (2003) “Participants felt more

community involvement when interactivity was used with text orientation (Jo and Kim 2003).”

There has also been research involved with viewer’s response to different content on
websites. In Taylor, Kent and White (2001) it was found that activist organizations provide
information but no concrete way to interact with the site, and because there is no interaction the
viewer loses interest and a client is lost. They also determined that when there is an overload of
pictures the viewers lost interest because there was no information supplementing the picture to
hold their interest. It has been researched by Taylor, Kent, and White (2001) that a mixture of

text and picture in an organized way will hold a viewer longer on a webpage.

Based on the research by Baird, Wahler, and Cooper (2007), images have different levels
of emotional appeal in advertising but the different levels do not affect one’s ability to remember
the advertisement. They actually found that when an emotional stimulus was present in an
advertisements females were more likely to remember the ad than the men. Their findings
concluded that if the target audience is predominantly female then using emotional stimuli in an
advertisement could be proven effective, but not so, if the target audience is predominantly male

based.

In an article titled Homeward Bound (2004) the idea of funny ads and a picture can
increase the number of adopters at a shelter. Delucchi as discussed in the article writes a funny

13



The Effect of Different Content in Dog Rescue Ads on Facebook

advertisement every week about an animal at the shelter he volunteers at. These advertisements
are then places in the local newspaper accompanied by the animal’s picture. These funny
advertisements consequently persuade more people to visit the shelter he volunteers at to adopt.
Since Delucchi started writing these advertisements all but one of the animals has been adopted
(Homeward Bound 2004).

This research conducted by: Samsup Jo and Yungwook Kim (2003), (Homeward Bound
2004), Taylor, Kent and White (2001), and Baird, Wahler, and Cooper (2007), will further my
research in the way that it will support my hypothesis and research questions based on the
research that has already been done involving content of media on social networking sites and
the internet in regards to organization websites.

Research Questions and Hypothesis
The following questions were based off of research | acquired on advertisements,

persuasion of photographs, and non-profit groups on social networking sites.

H1: If non-profit organizations post pictures with their stories then ladies will most likely

respond to the request for help.

This hypothesis was created to find whether or not there is a difference in how male and female
participants react to different dog rescue ads. This was the primary focus of my study, to find out
whether or not dog rescue advertisements affect males and females differently or if there is one
way that will appeal to both sexes. There is research that supports males being more effected by
visual images and research that supports females being more effected by emotional stimuli in
advertisements. My thought is that dog rescue advertisements are out to create emotional stimuli

and from that stimulus females will respond more to the advertisements.
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RQ1: How are non-profit dog rescues able to best utilize social networking sites to create
the most participation from the general public?
RQ2: How can non-profit dog rescues best utilize Facebook to interact with potential

adopters?

These two questions were created to determine what the best way for dog rescue advertisements
to interact with Facebook users. In order to make an advertisement effective it is pertinent to
understand what content works and what does not. These two questions are to further develop the
hypothesis. If there is not a difference in content preference in males and females than the next
step is to determine what does work, and what has to be pre-existing in order to make the

different advertisements more effective.

Methodology

Participants

Participants will be college students who agree to voluntarily participate in the research.
The purpose of the research was explained to the students and they were asked to participate with
the provision that they were free to withdraw from the survey at any time without penalty. |
chose to survey college students because not only was it convenient but it also limited the
variables | had to take into consideration when analyzing my data. In order to attain participants |

created a Facebook page that I invited college student to.

Procedures

The research was conducted anonymously via SurveyMonkey.com. At the beginning of

the survey there was a disclaimer saying that the participant gave their consent to take the
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survey. The disclaimer explained that there were pictures of dogs from rescues, and that the
pictures and/or story involved could be emotionally trying depending on their attachment to
dogs. Based on each form of advertising | asked open ended questions to get more detailed
information on how the person felt and reacted to the photo and/or story, whether or not they
would indeed help the animal in the advertisement. To filter out non-college students there was a
question directly after the disclaimer asking whether or not the participant was in fact a college

student.

Survey questions regarded the participant’s interaction with dog rescue advertisements
and use of Facebook as well as birth month. Using the add logic button feature of SurveyMonkey
the subjects were sent to one of three different survey conditions based on their answer of birth
month. Each condition contained three advertisements that were taken from a Facebook
application “Save a Dog.” Based on the advertisements viewed closed ended questions were
created to determine how effective the participants felt the advertisements were in creating an

emotional reaction.

Asking questions such as the participants’ likelihood to click on the advertisements at the
beginning and end of the survey and if the participants were male or female that | was able to
answer my hypothesis. The two research questions were answered by comparing the
effectiveness of the three conditions and how people felt about the advertisements. The
hypothesis and research questions were analyzed using correlation and t-tests on certain

questions within the survey.
Variables

The variable in my study consisted of different content in dog rescue advertisements and

what mixture of content is the most effective.
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Dependent Variable

The dependent variable in this study contained different content mixtures of Facebook
dog rescue advertisements. One variable was the dog rescue advertisement that contained only a
picture. Another variable was the dog rescue advertisement that contained text only. An
additional variable was the advertisement that contained both picture and text. Each of the
variables present are used by dog rescues to convince the public to help with their rescue. Each
variable was split into its own condition in the survey so that questions could be answered

regarding the effectiveness of each form of advertisement.
Independent Variable

There were a few different independent variables in my study; one had to deal with
whether or not the participant was male or female. This helped to determine what sex was more
affected by the picture in dog rescue advertisements. Another variable was how likely the
participant was to click on dog rescue advertisements before and after seeing their respective
advertisements in the survey. An additional variable was how much the participant liked dogs
and how likely they were to adopt a dog. The age and number of participants were also

independent variables.
Conditions

There were three dog rescue advertisement conditions in the survey. Participants were
divided into each condition based on their birth month. The three conditions were: picture and

detailed information (May-August), text only (Sept.-Dec.), and picture only (Jan.-April).

Each condition had three pictures of one advertisement type, and each condition had the

same three dogs with the advertisements altered to fit each condition type. An example of one of
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the dogs and its altered advertisement formations can be seen in figure 1.

Mister Rogers
Breec:

Figure 1

The three different conditions were meant to split the participants up and based on sex |
hoped to find a difference in emotional effectiveness of ad content. The participants only got one
advertisement form each because it was thought that giving one of each advertisement form
would contaminate the study and responses. The study was to find the effectiveness of content in
dog rescue advertisements not have each individual participant decide for themselves what
advertisement they found to be the most effective. It was also decided that because there were
three conditions that it would make most sense to use birth month to divide the participants into

conditions.
Possible Risks

Due to the sensitive nature of the study, it was anticipated that participants may
experience some emotional discomfort. Participants were informed of the nature of the study
ahead of time. They were told that they were free to withdraw from the study at any time with no
penalty. No physical harm was anticipated. Nor was it anticipated that participation in the
research would place the participants at any risk of criminal or civil liability, or damage the
participants' financial standing or employability.
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Confidential Clause

Participants were informed of the nature of the study ahead of time, they were told that
they were free to participate or not participate, and that they could withdraw from the study at
any time without penalty. Participants were instructed not to put their name or any identifying
information on the survey. Since the survey was conducted via surveymonkey.com the
researcher never came in physical contact with any of the participants and no data was viewed

until the data collection process was over.

Results

| created a survey on SurveyMonkey.com for college students to participate in for data
collection. I had 144 students take my survey while only 120 completed it. Everyone wanted to
participate in the survey but only one was not a college student. The demographic requirement
for my survey was that the participants be college students, beyond that there were no other
requirements they had to meet. I used college students because it was a convenience sampling

and so | would cut down on the amount of variables affecting the outcome of my survey.

The first sets of questions in my survey were Likert Scale ranging from strongly
disagrees to strongly agree, these questions dealt with the persons level of interest in Facebook
and interaction with dog rescue advertisements. After that students were split into three different
conditions based on their birth month. Jan. - April were sent to dog rescue advertisements with
just pictures, May-Aug. were presented advertisements with picture and text while people born
in the months of Sept.-Dec. were presented with text only advertisements. This was to allow for
clear results, so that participants were not comparing the three types of advertisements but

instead making decisions based on the one form of advertisement.
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The rest of the questions in the survey were either multiple choice opinion questions or
open ended questions. The open ended questions were meant to supplement the multiple choice
questions to get a better idea of what participants were thinking/feeling as they answered various
questions throughout the survey. Based on the answers to these questions | compared male to
female answers to find if there were a correlation between type of advertisement effectiveness
and sex. A correlation was created to find how appealing one advertisement was versus another

type of advertisement in the survey.

Sex Differences in Rescue Ad Picture Persuasion

H1: Hypothesis 1 stated, that if non-profit organizations post pictures with their stories
then ladies will most likely respond to the request for help. Hypothesis 1 was tested using a T-
test. This hypothesis was proven wrong. Men are more likely to respond to pictures than females.
These findings were supported by t(37) = 2.686, p < .011with men reporting a higher likelihood
of reacting to photographs than women t(18.100) = 2.668, p< .016 on a yes/no multiple choice
question in the picture only condition.
Most Effective Condition

RQL1: RQ1 stated, how are non-profit dog rescues able to best utilize social networking
sites to create the most participation from the general public? This question was created to find
whether or not there really is one preferred form of advertisement over another. In a descriptive
graph comparing the three different conditions present in my survey it was found that people are
more likely to adopt when there is text only. This is supported by a mean of (4.4583) for text
only, mean of (4.2195) for text and picture, and finally a mean of (3.9118) for the picture only
condition. These answers were based off of an overall adopt by condition sampling from the

answers provided for the survey.
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This conclusion was further supported by comparisons between the various conditions in
the study. It was found that there was a significant difference found between conditions one
(picture only) and condition three (text only). The mean different (I-J) was found to be (.54657)
this mean difference is significant at the 0.05 level. The findings computed an overall adoption
likelihood score for each of the conditions by adding the scores of the three individual items in
each condition. Afterwards, an analysis was conducted to check for differences between the
various conditions. All this meaning that participants were more willing to adopt based on an ad
with text only than an ad with picture only given the option to choose between only those two
forms. The picture and text ad was more in the middle, the likelihood to adopt based on the
answers provided for text and picture did not yield a significant data difference with either of the
other two conditions.

RQ2: How can non-profit dog rescues best utilize Facebook to interact with potential
adopters? This question was created to find whether or not there was an advertisement that was
more effective at getting people to click on the advertisement for viewing purposes. When a
correlation was created between: general willingness to adopt, clicking on the rescue
advertisements, likely to click on the advertisement, and advertisements creating an emotional
reactions, two correlations were made. Clicking on rescue advertisements was a question placed
at the beginning of the survey to determine how often people click on the advertisements in the
first place. This clicking on the rescue advertisement question correlated when paired with the
general willingness to adopt question created a Pearson Correlation of (.118) and a Sig (2-tailed)
of (.028). These results correlated with the results created when general willingness to adopt and
likely to click yes or no were paired. This pairing came up with a Pearson Correlation of (.201)

and a Sig. (2-tailed) of (.027). This correlation is significant at the 0.05 level (2-tailed). These
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two questions both had to deal with the likelihood of someone clicking on the rescue
advertisements, one was placed before the participants were divided into their conditions, and the
second question was placed after they had finished answering questions in their conditions. In

order for the advertisements to work there has to be a pre-existing willingness to adopt.

The second correlation was between: clicking on the rescue advertisements paired with
likely to click on the advertisements, and clicking on the rescue advertisements paired with
advertisements creating an emotional reaction. The first pairing created a Pearson Correlation of
(.405) and Sig. (2-tailed) of (.000). While the second pairing created a Pearson Correlation of
(.340) and a Sig. (2-tailed) of (.000). This correlation is significant at the .01 level (2-tailed). The
participants showed they would be more likely to click on an advertisement if it created an
emotional response. In order for a rescue advertisement to be most effective at communicating
with the public it needs to not only create an emotional appeal but it has to be marketed towards
those already in the mindset that they would adopt a dog.

Discussion

The purpose of this study is to determine first, why people are drawn to advertisements,
as in what type of content in dog rescue advertisements appeal to the public at large, and second
to determine, what is the best way for dog rescues to get their message out, what advertisements

are the most effective. My results are discussed below.

Persuasion in Rescue Ad Pictures

H1:H1 stated that if non-profit organizations post pictures with their stories then ladies
will most likely respond to the request for help. This thesis was proven wrong; it was found that

men would be more likely to respond to advertisements with pictures. This result is consistent
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with prior research done by Rupp and Wallen (2007) who state “A common presumption in
society and the media is that men respond more strongly to visual sexual stimuli than do
women.” Although this sexual difference in stimuli is not understood fully, the presumption and
scientific studies have found men respond more visually than women. Rupp and Wallen (2007)
discuss the sexual interests of men and talk about how men respond more to the visual side of

things, and women prefer the contextual images, as in they want a story behind the image.

According to, Baird, Wahler, and Cooper (2007) when an emotional stimulus was present
in advertisements, females were more likely to remember the advertisement than the men. Their
findings concluded that if the target audience is predominantly females then using emotional
stimuli in an advertisement could be proven effective, but not so, if the target audience is
predominantly male based. Research when it compares male and female stimulus to sexual
arousal finds that men are more visual with their arousal, which is not so when talking about
visual stimuli that creates an emotional reaction. Research supports that emotional stimuli in
advertisements should create more of a response from females than males so it could be that my

advertisements were not emotional enough.

Best Way to Interact and Persuade

RQ1: RQ1 stated, how are non-profit dog rescues able to best utilize social networking
sites to create the most participation from the general public? Results showed that text only
advertisements were preferred over picture only advertisements. This is against all research |
found on the topic of advertisement content. According to Hoffman (2000) pictures can create
empathy and as long as there are not multiple pictures used, the empathy will remain with the
viewer. Baird, Wahlers and Cooper (2007) found that advertising with emotional appeal can lead

to a more positive outlook on the company. Samsup Jo and Yungwook Kim (2003) found in their
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research that interactivity with text created a stronger community. Homeward Bound (2004) the
idea of funny advertisements and a picture can increase the number of adopters at a shelter. In all
the results | read by other researchers | found that pictures were the deciding factor in
advertisements, even though text can help support the advertisement it was not the major factor.

A visual stimulus is what pulls the viewers in.

RQ2: How can non-profit dog rescues best utilize Facebook to interact with potential
adopters? The results found that dog rescue advertisements need to not only create an emotional
appeal but it has to be marketed towards those already in the mindset that they would adopt a dog
in the first place. Samsup Jo and Yungwook Kim (2003) found in their research that interactivity
with text created a stronger community. Kaplan (2008), Homeward Bound (2004), Poels and
Dewitte (2006), Baird, Wahlers, and Cooper (2007), found that images can in fact have a
positive reaction from the viewers of images. Results from previous research support the idea
that pictures create emotional appeal and that by utilizing this appeal, viewers will be more
inclined to stay on the page. Taylor, Kent, and White (2001) found that a mixture of text and
picture in an organized way will hold a viewer longer on a webpage. Research supports the

results found in my study.

Limitations

The scope of my research is very limited; | chose a very specific advertisement type for
my research. However, my hypothesis and both of my research questions were statistically
significant. Future research could expand on the multimedia platforms used for dog rescue
advertisements or even expand the research to include other non-profit organizations. This study

could be applied to any number of non-profit organizations, | just happened to pick dog rescues
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for the basis of my research. I also limited the participants to being only college students, future

research could expand to include more age groups and more variation in sex.

The major limitation I had was that | used only college students, because of this
limitation | ended up having more females than males take my survey. Out of the 120
participants that completed my survey 91 were female this comes from the demographics of
Longwood University. The majority of students are female so the likelihood of having just as

many male as female participants was very unlikely.

Another limitation that I believe affected my survey results were the three conditions in
the survey, 52 participants took the text only condition, 47 took the text and picture condition,
and 39 took the picture only condition. The difference in number for each condition could affect
the outcome of the results. For example if more males were born in the January to April time
frame that could have skewed my results to show that males are more drawn to pictures than
females. Not to mention the number of people that might not have strong feelings about dogs, the
participants attachment level to dogs would also be a limitation for my survey results. The
emotional appeal of the advertisements themselves would also be a limitation for my survey. The

pictures themselves might not have been all that emotional in content.

Conclusion

The effectiveness of different dog rescue advertisements was tested to find how
persuasive certain forms of advertisements are. My results showed a significant difference in text
only versus picture only advertisements. The results concluded that out of the 120 participants in
the survey only 91 of which took the text only and picture only conditions, text only

advertisements were more effective than picture only advertisements in convincing people to
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adopt the dog shown. Based on the open ended answers | received on the survey it was found
that although people were willing to adopt with the picture only advertisement they were more
wary about not knowing any information on the dog shown. There were concerns on the text
only advertisements, the fact that the participants could not see the dog was a turn off but based
on the information provided they were more likely to adopt. The results also suggest that in order
for an advertisement to be effective the viewer has to already be willing to adopt and there has to
be an emotional component of the advertisement to pull the viewer in. It was also concluded that
men are more likely than women to respond to pictures in advertisements. Although my results
were surprising both of the research questions and the hypothesis had statistically significant

findings.

26



The Effect of Different Content in Dog Rescue Ads on Facebook

Bibliography

Acar, A. (2008). Antecedents and Consequences of Online Social Networking Behavior:

The Case of Facebook. Journal of Website Promotion, 3(1/2), 62. DOI:

10.1080/15533610802052654

Baird, T., Wahlers, R., & Cooper, C. (2007). Non-Recognition of Print Advertising: Emotion
Arousal and Gender Effects. Journal of Marketing Communications, 13(1), 39-57.
doi:10.1080/13527260600942616.

Boyd, D. M, & Ellison, N. (2007). Social network sites: Definition, history, and scholarship.
Journal of Computer-Mediated Communication, 13, 210-230. DOI: 10.1111/}.1083-
6101.2007.00393.x

Dillenberger, C. (2009). Social Media Networking: The New Frontier for Interacting With

Customers. (cover story). Contractor's Business Management Report, 2009(9), 1.

Festinger, L. Cognitive Dissonance Theory. In Em Griffin, A First Look at Communication

Theory (pp 228-236). New York, NY: McGraw Hill.

Goodman, B. (2008, June 26). Homeless Pets Crowd Shelters as Families Hit Hard Times. New

York Times, p. 14.

Hoffman, Martin (2000). Empathy and moral development: Implications for caring and justice.
New York:Cambridge University Press. 2004. Empathy and vicarious traumatization.

MSS.

27



The Effect of Different Content in Dog Rescue Ads on Facebook

Jo, S., & Yungwook, K. (2003). The Effect of Web Characteristics on Relationship Building.

Journal of Public Relations Research, 15(3), 199-223. DOI: NO_DOI

Kaplan, E. (2008). Global trauma and public feelings: Viewing images of catastrophe.

Consumption, Markets & Culture, 11(1), 3-24. doi:10.1080/10253860701799918.

L.A. Grunig. Activism: how it limits the effectiveness of organizations and how excellent public
relations departments respond. in: I.E. Grunig (Ed.). Excellence in Public Relations and
Communication Management, Lawrence Eribaum Associates. Hillsdale, NJ. 1992, pp.
503-530, p. 505

M.L Kent, M. Taylor. 1988, op. cit.

Petty, R., & Cacioppo, J. Elaboration Likelihood Model. In Em Griffin, A First Look at

Communication Theory (pp 216-228). New York, NY: McGraw Hill

Poels, K., & Dewitte, S. (2006). How to Capture the Heart? Reviewing 20 Years of Emotion

Measurement in Advertising. Journal of Advertising Research, 46(1), 18-37.

Rupp, H., & Wallen, K. (2008). Sex Differences in Response to Visual Sexual Stimuli: A

Review. Archives of Sexual Behavior, 37(2), 206-18.

Sontag, Susan. 1977. On photography. New York: Farrar, Strauss and Giroux.

. 2003. Regarding the pain of others. New York: Farrar, Strauss and Giroux.

28



The Effect of Different Content in Dog Rescue Ads on Facebook

Steinfield, C., Ellison, N., & Lampe, C. (2008). Social capital, self-esteem, and use of online
social network sites: A longitudinal analysis. Journal of Applied Developmental
Psychology, 29(6), 434-445. DOI: 10.1111/j.1083-6101.2007.00367.x

Taylor, M., Kent, M., & White, W. (2001). How activist organizations are using the Internet to
build relationships. Public Relations Review, 27(3), 263.

Truesdell, J. (2009). PETS LEFT BEHIND. People, 71(14), 81-82.

Valenzuela, S., Park, N., & Kee, K. (2009, July). Is There Social Capital in a Social Network

Site?: Facebook Use and College Students' Life Satisfaction, Trust, and Participation.
Journal of Computer-Mediated Communication, 14(4), 875-901. doi:10.1111/j.1083-

6101.2009.01474.x

Waters, R., Burnett, E., Lamm, A., & Lucas, J. (2009, June). Engaging stakeholders through

social networking: How nonprofit organizations are using Facebook. Public Relations
Review, 35(2), 102-106. Retrieved September 17, 2009,

doi:10.1016/j.pubrev.2009.01.006

Homeward Bound. Writing, 27(3), 4. (2004).

Hoping to find some new fans for a great brand. MediaWeek, 19(36), 13-15. (2009).

29



The Effect of Different Content in Dog Rescue Ads on Facebook

Appendix

The survey used is contained in this Appendix

Effectiveness of Different Content in Facebook Dog Rescue Ads

Default Section

1. By completing this survey, I acknowledge that I am providing my consent
to participate in this research project. I understand my participation is
voluntary and that I may withdraw participation at anytime and that my
answers are anonymous and confidential. I also understand that this survey
may contain emotienal images /stories of dogs neading rescue from
shelters. This research is being conducted by Chelsea Place as part of the
requiremeants of Comm 4&1. If you have any questions regarding this
research please contact Chelsea at Chelsea.Place@live.longwood.adu

I:::I [ agre= ta parbicipets 'n Bl ressarch.

I:::I [ da net =in® i pariicizalts

Filtering Question

* 1. Are you a college student?

() e
() e

These questions will be to get a general idea of how you imteract with dog rescues and dogs on a daily
basis.

1. Howr often do you see dog rescue ads per week in the media and on
facebook?

I::] 1-3,
o
|:::| TR,
(:'] 104
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Effectiveness of Different Content in Facebook Dog Rescue Ads

2. Please indicate the extant to which you agree with =ach of the following
statemeants.

Sho-gly Agras ap
2 I ware in the |:::|
peaitian ‘b, 1 sz=id
help rescosd loab=r &
dezsg.
C respord amoticmally

bz dog rescoe ads [
w=s I= the msdia.

i
i
&
El
(=}
g
H

Tirengy Daagres

@]

When rescus mds pog
up en my izEsrnsk
wcre=en [ clkx an tham.
I waud nEser ows &
-

Cuns Imcmbzak ='ben.

OO0 O O
OO0 O O O
OO0 O O O
OO0 © O O
OO0 O O

* 3. What is your birth month?
|:::| Janussy-April,
|:::| Hep-fugurk,

I:::I Sepismoer-Decembs-

Rescue Ad Picture Only

PLEASE READ: You are 35 years old making 80,000 a year. Just moved into a new houss and are
thinking about getting a dog. There are no restrictions. You do some research online and these
are the ads wou find. Based on the information given answer the questions accordingly. Please
answer each open ended question in detail.
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These images are the ones that you find during your search, based on the
content given answer the questlon; accordingly.

"B'aby'U-R.dEﬂT Appomaftox County P/

Breed: ol

LA o oat ro O FOsronra

Age: Puppry

Skze: Medum

Sex Mae

The Humane Sodiety Tor Camposd Courty, ni

[434)821-3034
Post Ofce Box 659
Rusthirg, A 24583

Foster this dog Send to Friend
. ts i pto 1

1. Which part of the ad pops out at you when you first see this ad?
O Tra Picture,

O Tow Tent,

O Tra Lecation,

O The Neme,

O Urgent,

O The Bluws aod Red Buttons,

O Thm Age, Size, Sex, and Bresd

2. If you were to see this ad while looking for a dog to own, what would
your thoughts be on this ad after viewing it?

-1

=
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* 3. Would you foster or adopt this dog?

O Yex,
O w

Lxpimls pour anawer

Lacey

Breed: Corgl mix
s abolk Perdeabs Vel
Age: Aot

Size; Small

Sex: Fermale

[275) 705-6477
POBox 741
Glade= Spring, VA 24340

P e Wehsns

i
11 Farm up to 100 pts

4. Which part of this ad pops out at you first?
O Tha Picture,

O Tow Tent,

O Tha Location,

O Tre Nemw,

O Urgent,

O Tre Blus aod Red Buttons,

O The Agw, Size, Swx, and Ersed

IF anewer i diffsrwst tran Yot ac, what cranged?

E
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5. If you were to see this ad while searching for a dog to own permanently
what would your thoughts be on this dog?

<]
E
* 6. Would you foster or adopt this dog?
o
e

Explain your snawer

Mister Rogers

Breed: Farvhmokn Wakan Cargl

sty o d Ptk e oy

Age: Aot

Size: Smali

Sex Mae

Howellng kanmels Corg Reacue Enosssnnes

(937} 3225055
207 el e Ave
Sprngeld, OH 45503

Foster this dog Send to Friend
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7. Which part of this ad pops out at you first?
I::] Tea Pciurs,

|:::| Tes Task,

|:::| Te= Lecakban,

I::] Te# Ma—a,

() urgant,

|:::| Tew Blus p-d Read Bubions,

[:] Tea Ags, Sirs, Sec, and Bresd

IF dMsrant Ehan previces geasticons pesss axgdain

4

8. If you were to see this ad while searching for a dog to own permanently
what would your thoughts be on this dog?
“
=l
* 4, Would you foster or adopt this dog?
[:] Yax,
() wo

Explmi= pour ana=sr

FLEASE RE&AD: You are 35 years old making 80,000 a year. Just moved into & new house and are
thinking about getting a dog. There are no restrictions. You do some research online and these
are the ads you find. Based on the information given answer the questions accordingly. Flease
answer cach open ended guestion in detail.
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These images are the ones that you find during your search, based on the
content given answer the questi9n§ g{.‘c‘qrqmg_lyf“ e n e
| Baby URGENT Appomattox County Pi
Breed: Houd

LASm aleoul Engt h Fowrcun

Age- Puppy
Size: Medum
Sex Male

The Human2 Sociely rar
(433)821-304

Past OMce Box 659
Rustburg, VA 24386

Foster this dog

Description

Sap Bahy URGE) Appomatiox County Pourst's Ho meps

G0 to cur oMo webete
You can fill oLt an ac0pdon Snphcatian ontine an our ofTic

Baby Is such 3 love--he Just melts Inko your neck when yo
for leving . . hound babkes 2re just 50 apprecistye of wh
are grernl He IS younger Iran our oW ile Wags, butis »
neady, and B a0 abLOLL the same S92 &5 she , despile 1y
i okler To meet and adopt spadial Baby, pklase appl o
giracty to the pound in Appomattaox County GO to thear w
mormation 200Ut 20cpbon; TR Ssww pelinder com'she

175 reml

close Tull description

1. What about this ad pops out at your first?

() 1oa peture,
o The Taxt,
() o Lecavin,
O Toe Neme,
() vrgane,

O Tow Bluw aod Rad Buttons,

O Tre Age, Size, Sex, and Bresd
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2. If you were to see this ad while looking for a dog to own, what would
your thoughts be on this ad after viewing it?
-1
£l
¥ 3. Would you foster or adopt this dog?
O ves,
O No

Fluexs wxpiain soxner

Lacey

Breed: Carg: mix

pmiabos Partechs el Corpes
Age: Aok

Size: Smdl

Sex: Fermale

Saving Furry Frienas REEEEESESre
[275) T05-6477

MO Boue 741

Glade Spring, WA 24340

s wehse

Foster this dog Send to Friend

i

‘| TIOW YOUR SUPFORT)
| Hang a posicr of this

) dog on your Taed.

Desciiption

Pia&se oreact Carolyn (S8vingfurmfnenoagyanoo com
nfoemnation stout this pet Lacey was rescuad rram 5 Ve
sheiter down south aimost 2 years ago. How she hasn't

adopted yet escapes me. SNe's young, not 100 Dig or 1o
s dong vel nitheuez‘,nr_.re d gsp»:\:i.:lr) bvas kids

flgf.'m spiashing aound and plaving in waker. . Dont &t
missng eye putyou off - itdoent siow her govwn 2 be
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4. What about this ad pops out at you first?
[::I Tea Piciure,

I::I Tom Tank,

[::I Tea Lecabian,

I::I Tos Ma—a,

D Urgant,

|:::| Tee Blus pod Rad Bubions,

I:::l Tea dge, Srs, Sex, and Brssd

If A erant than presicce 8d Hesze axziain

J

5. If you were to see this ad while looking for a dog to own, what would
your thoughts be on this ad after viewing it?
“|
=
* 6. Would you foster or adopt this dog?
['_:j oz,
() we

Flmpee sxziain e-awsr
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Mister Rogers

Breed: Purrirake Welsh Cargl
Lo L0 POTCaone \New Vo e
Age: Aot

Fisw: Tinddl

Sex: Mae

Howsting hannels Cogl Rescus RETREERT
(997) 322-5088

207 Ballears ave

Springneld, OH 45503

Foster this dog

SHOW YOUR SUPFORT!
Hang a posier of this
% ot dog on your feed

Dasciigtion
'

See Mister Fagers's

Homepage

Please contact Angela (howellingcorgicracl.com), |
3225065 tor more Infermation adout this pet,

Mizter Rogers and Liberty Came intogether 25 2 breeoe
MiEter iz e smaliest Cory we a2 ever Seen and el
B5. He 0025 need 10 gain some weight, bt only a poury
s raally 3 gwect puy and S5 - G years ok ha stil has a
We require a fenced nyard, vet andior fiend reference
Erd we Nave o tak to Your ndion. We »ont usualy o
wkh young chikdren, DLt £ oepenads on dog
close tull description

7. What about this ad pops out at you first?

O Tre Pcture,

O The Tenr,

o Tra Lecatan,

() 1oe name,
() vrown,

O Tre Blus and Red Butions,
O Tom Agw, Size, Sex, and Bresd

If dffacant then previces o
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8. If you were to see this ad while looking for a dog to own, what would
your thoughts be on this ad after viewing it?
— |

E
* 9, Would you foster or adopt this dog?
|:::| Tam,
I:::I Ke

Hlepas a=zlain p-gwsEr

PLEASE READ: Youw are 25 years old making 80,000 a year. Just moved into a new house and are
thinking about getting a dog. There are no restrictions. You do some research online and these
are the ads you find. Based on the information given answer the questions accordingly.Please
answer cach open ended guestion in detail.
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These images are the ones that you find during your search, based on the
content given answer the questions accordingly.

Baby URGENT Appomattox County Po
NO PHOTO gzt

ot T S L e
Age: Puppy

Stze: Medum

Sex: Male

The Humane Sodety 1o Campbeti Count
(454)3821-30c4

Post Offce Box %3

Rusthurg, v 244653

AVAILABLE

Doscrigtion
See Balw URGENT Amomatice Courky Pouni's Homenp 74

GOt our oMl welsin

You can T oul &N Sacptan appicaton calns on our omMcia

Baby k5 such alove-he just maits o Yo neck when you
forloAng . . hound tabies are just 30 appreciative of whaty
e ghenl He B Younger than owr Osn little 'Wags, butis jus
reedy, arnd is also out e same ske as she, gesie he
iz older. To meat and adopt special Baly, pleasa phy ol
drectly to the pound N Appomatios Courty. Go to thelr wet
nformation about adoption; N Meww . petinosr com/shete
5 him

close full description

U

1. Which part of the ad pops out at you when you first see this ad?
O Tew Pcture,

O Tee Test,

O Tew Location,

O Tree Neme,

O Urgent,

O The Bluw 2od Red Buttons,

O Trw Agw, Size, Sex, and Bresd
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-1
g

O ves,
O w

Cxplnis your enawmer

NO PHOTO

AVAILABLE

2. If you were to see this ad while looking for a dog to own, what would
your thoughts be on this ad after viewing it?

* 3, Would you foster or adopt this dog?

Lacey

Bread: Lorgs mix

A Porecia Vissh .-,',I‘
Age: ~dult

Size: Smdl

Sex: Female

LT M

Sarg Fury Friend: BEcacmnes
(276) 706-8477

PO Box 741

Gladde Spring, WA 24340

sheker Webste

Foster this deg

¢

Send to Friend

00 pte ptal rte

c"“l SHOW YOUR BUPPORT!
Hang 4 posies of thes

/_‘_J tog on your feed

Description

Please cordact Carciyn (sengfurnfiends@yanon comj o
Irfanm3tion shalt this petLacey was rescuad frrom aveary i
sheker oawn 30uth 3imost 2 years 230, How she hamnt bey
sdopled yet escapss me . She's young, not too bigar too =
QELS J0ong wel with everyone and aspeciay nes kids Sny
Dy fan splashing around &nd plaing in water. 0ont et ing
Missing eye pul you off — it doesnt siow her down a bR.
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4. Which part of this ad pops out at you first?
D Tea Poiurs,

() o Tans,

[:] Tea Lecaban,

I:::I Tew Mu—a,

{3 urgant,

D Tes Blus s=d Red Bubionm,

|:_'::| Tea Ags, Sics, Sex, and Eresd

Il ann=sr in difless=k E=an feak el weat coangad?

]

5. If you were to see this ad while searching for a dog to own permanently
what would your thoughts be on this dog?
“|
=
* 6. Would you foster or adopt this dog?
{7 e,
() we

Explmi= pour anEs=sr
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NO PHOTO

AVAILABLE

O Tow Bluw aod Red Butions,
O Tom Agw, Size, Sex, and Bresd

IF aferant then pravices goestions sleess sxziain

3

7. Which part of this ad pops out at you first?

Mister Rogers

Breed: Perrhroke ‘Watsh Cami
A oot Pesrdeobon Wieky o

Age: S0k

Size: Small

Sex: Male

enrae Corg ~Hescue

HUwWEINg
1857 322-5065

207 Bellesire ave
Sprngneld, OH 45503

Send to Friend

Foster this dog

FHOW YOUR SUPPORT!
Hang & poster of this
B et dog on your feed

Dascrigtion

See Mister RPogers's

Homepage

Please contact Angeta (howellingcorgu@aocl.com), (93
322-5065 for more Information about this pet,

Mister Rogers and Liberty came in together as abreeder i
MElSr S e smale sl Conl 'we Nave ever Se2n and weigns
Bs. HE 0025 ne2d Lo ain SOome weight, but anty & pound q
15 really 3 sweet guy and 2 5 - 6 years old he st has 3 1o
Ve require 3 fenced Nyard, yet andar fnend references,
rert we have to tak to your landord. We worft uzually ado
akn young chikdren, b & gepenads o oog

close full description
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8. If you were to see this ad while searching for a dog to own permanently
what would your thoughts be on this dog?

—|
El
¥ 9, Would you foster or adopt this dog?

o
o

Explmi= pour ana=sr

These questions are based on the ads you viewed on the previous page and what you found effective
about them. Please answer each open ended question in detail.

1. The ads were effective in creating an emotional reaction from me.

|::_'] Yaz,
() He

2. What do you feal made this ad effective or not effective?
«|
=l

3. If you were to see an ad such as the ones you viewed on the previous
page on facebook, would you click on them?

|::_'] Yaz,
() He

#hy = Why =ak?
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4. all the ads you just wiewed and many more are all on facebook through

an application, 'Save a Dog' knowing that are you likely to go searching for
the application and/or recommend it to people you know?

() vaa,
[_':] Ho

®hy o Why —ak?

4

5. After viewing these ads do you feel that facebook could be an effective
way to raise awareness and get dogs adopted? Why or why not?

=

=
6. If you were in the position to adopt/foster a dog would you use facebook
as a tool to find an adoptable dog in your area?

0 ves,
() we

®hy o Why —ak?

* 7. What is your sex?
|:::| Mo =
I:::l Famuls

Exit Page

Thank wou for yvour participation in this research project.
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